The academic specialization chosen by students is of crucial importance for their future career and therefore they should have access to appropriate information and guidance that would help facilitate a more optimal decision. This study aims to identify the variables that influence business students to choose their specialization. A sample of 163 business students from Nizwa College of Technology, Sultanate of Oman, is selected for the study. Factor analysis and multiple regression analysis are used for analysis. The most important variable that influences the students' choice of specialization is the variable 'Liking and preference of specialization' (X2) with the highest mean. The factor analysis analysis output reveals the five sub-scales that influence students' choice of specialization; Preference and dissonance post choice, Self and Peer influence, Nature of marketing specialization, Gender and specialization choice, Convenience and career. College orientation on specialisation (X5) is a significant factor that influences the students to advice their juniors to make the first choice of specialisation viz. HRM (63%), Accounting (32%) and Marketing (5%).
Introduction
Worldwide, university students are in transition to the world of work. For them, a careful choice of their career is more important than any other groups of students as they need to reflect on their chosen majors, interests, ability and consider what is available to work. Studies on the career choice attest that undergraduate students choose their prospective careers as a last resort (Bennell, 2004; Nwalo & Issa, 2008) . As a result, the majority of students are not suited for their careers, and, as such, they usually find themselves in careers that do not satisfy their needs and interests (Nwalo & Issa, 2008) .This implies that the majority of graduates will end up working in careers they were not formally educated. A few graduates who decide to join a career will probably not stay long. Consequently, their work performance, and in turn, national development will be affected. Oman is one of the developing economies among GCC countries (World Economic Outlook, 2016) . Higher Educational Institutions (HEI) in Oman offer programs and courses based on the need of the market. In different governance, programs and courses are offered to its nationals through seven Colleges of Technology.
Need and Scope of the Study
The industry is witnessing a huge potential for various marketing openings that are currently available in various sectors. However, Omani marketing graduates are very scarce in the labor market. Carson (1990) stated that, even firms do not concentrate on marketing function as against other functional areas of business viz. accounting and finance. Irrespective of the size of the business, all entrepreneurs face problem in terms of understanding the concepts and philosophies of marketing (Al-Lawati 2017) . Therefore, the Colleges of Technology opines that marketing workforce with employable skills need to be developed. To that effect, a study is to be conducted to understand the perception with reference to marketing specialization among student community. A study of this nature is imperative to throw light on the psychological and personal choice of the students in selecting a specialization during their program in business studies.
Statement of the Problem
It is observed that business students in Nizwa College of Technology prefer Human Resources Management and Accounting specialisation compared to Marketing when they move to higher levels. The college has not offered all the specializations simultaneously from 2004 for students according to their liking and preferences. Only Human Resources Management and Accounting Specializations were offered since September 2006 and later on according to the labor market requirements other specializations viz. E-Business and Marketing were offered in September 2009. Therefore, all the students entered into either Human Resources Management specialization or Accounting specialization. Later on, when E-Business and Marketing specializations were offered, it was found by the administration of the college that most of the students opted Human Resources Management Specialization and Accounting specialization and only a minor percentage of students opted E-Business and Marketing specialization. E -Business Specialization was suspended since September 2014. Therefore, the criteria for offering a particular specialization were arrived as per the CGPA secured by the student community. The total number of students that were likely to move to Diploma second year were divided equally into the number of specializations offered by the department, which was not student centered but system centered. This practice over the years had a cumulative effect of creating a negative perception in the minds of the students' community with regards to marketing specialization. Over the last two years the flow of students into higher levels in Accounting and Human Resources Management specialization are relatively higher than into Marketing specialization. There is a need to know the underlying reasons behind this trend. Therefore this study is conducted to identify the perception variables that influence students when they choose their specialization.
Review of Literature
It is evident that individuals possess unique characteristics, values, needs and personalities, which result in different career aspirations and expectations (Mubiana, 2010; Datu, 2012) . To pursue the right career, they need to make a wise and careful choice. This means that people need to have reasons for preferring one career over another. The reasons should be accompanied by, among others, enough occupational information relating to the respective career choice (Kidd, 2009) . The available studies have showed that for students to join their careers a careful analysis of what has influenced their choices is imperative (Wang & Fwu, 2001 ). This implies that there is a close relationship between the reasons for an individual's career choice and his or her decision to join it. Empirical studies in Tanzania focused on determinants of career choice (Cosmas, 2010; Mbilinyi, 2012) but paid less attention to the relationship between what are the reasons behind the choice and students' decisions to join their prospective careers. These studies targeted at secondary education level were little known among university students who are in the transition from colleges to the world of work. Career selection decision making process is one of the key elements in an individual's life (Alberts, Mbalo & Ackermann, 2003) . There exist numerous problems encountered by students in their process of career selection (Olamide and Olawaiye, 2013) . Wrong career selection opens the door for lifelong consequences (Mashige and Oduntan, 2011) . The results of a quantitative study conducted in central Pennsylvania by taking rural young adults and adolescents indicated that influence exerted by an individual's family, society, state of economy, their interpretation of better job and financial constraints were major reasons that can influence their career selection (Ferry, 2006) . A study conducted in South Africa revealed that the financial factors have an impact on career choices of students (Abrahams, Jano & Van, 2015) . Zhang (2007) concluded that personal liking of an individual towards a particular subject contributes in his career selection decision. Shertzer and Stone (2003) found that interest depicted by students in some subjects will mostly lead to the better examination performance and selection of a profession in the same direction. Edward and Quinter (2012) disclosed that an individual's inclination towards a particular field or subject, its preference for a particular job and match between his personality and selected professions is an important factor contributing in career path. Livanos and Pouliakas (2009) suggested that promotion of gender equality should pay closer attention to the educational choices of men and women prior to entry into the labor market. Rebecca, Nyaga & Benard (2016) conducted a study on 399 students in Kenya which resulted in that there is a relationship between personality types, and career choice. Most of the students were satisfied with the course they selected before entering the university that indicates that suitable career choice for students would improve satisfaction and success in their course of study and future employment. The distribution of students among higher education institutions is of great interest since the competition for induction into specific academic fields, mainly those which enjoy social recognition and higher wages in the labor market, is more intense (Gouvias, 1998; Psacharopoulos & Papakonstantinou, 2005; Saiti & Prokopiadou, 2008; individuals' abilities in different sciences among final year students in two universities of Oregon in the U.S.A., showed that the distribution of individuals in different fields is closely linked to their abilities (Paglin & Rufolo, 1990) . Zafar (2009) used primary source data from second year students of Northwestern University to analyze their preferences and professional expectations regarding their choice of scientific field. Results showed that preferences (intrinsic motives) are a significant determinant factor that influences the choice of scientific field. McCorkle, Payan, Reardon & Kling, (2007) conducted a study to understand underlying reasons as to why marketing students have a better appreciation of the importance of creativity than other business students, while they do not appear to be more creative than other business students or nonbusiness students.
Objectives of the Study
1. To determine the major contributing variables that influences business students to choose their specialization.
2. To develop a model of variables that creates impact on the selection of specialization by the students 3. To assess the factor that influences students to advise their juniors in terms of first, second and third choice.
Research Methodology
The study is conducted among the Business students in Nizwa College of Technology, Sultanate of Oman. The sampling frame comprise of 434 Students in Business Studies Department who are from Diploma second year, Advanced Diploma and B.Tech levels pursuing HRM and Accounting specializations. Students pursuing marketing specialization were excluded from the study as this study is likely to create a negative perception in terms of the prospects of marketing specialization in the minds of young students. A sample size of 205 from the sampling frame is taken for the study (Krejcie and Morgan, 1970) . Proportionate stratified sampling method is used for selecting the sample respondents. The period of the study was during November 2016 to January 2017. Primary data is collected using a structured questionnaire. The questionnaire was developed by the researchers keeping in mind the level of students in the program. The questionnaire comprises of three sections viz, personal details of the respondents, 15 statements on a five point psychometric Likert learning scale used for educational purpose and a set of open ended questions. A pilot study is conducted to check the validity and fix errors in the instrument. The reliability of the instrument is calculated and the Cronbach's alpha value is 0.74. The response rate is 80% and therefore 163 filled responses are taken for this study. Participants were subject to a comfort zone in their class rooms and they were not embarrassed or subject to any mental stress. Factor analysis is used to reduce the factors and identify the core variables and multiple regression method is used to find the relevant variable that creates an impact on the choice of specialization.
Analysis and Discussions
The demographic profile of the sample respondents are briefly explained as follows. 83% of the respondents are females and remaining 17% are male students. Comparing the age group of the students, 31% belong to the age group of 19-20 years. 54% of the respondents are in the age group of 21-22 years. Remaining 15% of the students belong to the age group 23-24 years. The sample is collected from students in various levels of education. 13% of the students are in mixed level, 49% of the students are in second year diploma and 22% of the students are in Advanced diploma level. 16% of the students are in B Tech level. Among the sample respondents, 53% of the students are from Human Resources specialization, 29% from Accounting specialization and remaining 18% of the students are in the mixed level. & Sofroniou, 1999) . For this data the value is 0.81 which falls into the range of great and therefore factor analysis is appropriate for this data.
Bartlett's measure tests the null hypothesis that the original correlation matrix is an identity matrix. For factor analysis to work, there must be some relationships and if R-matrix is an identity matrix, then all correlation coefficients would be zero. A significance test tells that the R-matrix is not an identity matrix, therefore, there are some relationships between the variables. In this data, Bartlett's test is highly significant (0.000) and therefore the factor analysis is appropriate.
Factor Extraction
The SPSS output in table no 4 lists the eigenvalues associated with each linear factor before extraction, after extraction and after rotation. Before extraction, SPSS has identified 15 linear components within the data set. The eigenvalues associated with each factor represent the variance explained by that particular linear component and SPSS also displays the eigenvalues in terms of percentage of variance explained. So factor 1 (Self-preferred) explains 29.26% of total variance. SPSS extracts all the factors with eigenvalues greater than one that leaves with five factors. The eigenvalues associated with these factors are displayed with the percentage of variance in the column labelled. The values in the extracted sum of squared loadings are the same as the values before extraction, except that the values for the discarded factors (after five factors) are ignored. In the rotation sums of squared loadings, the eigenvalues of the factors after rotation are displayed. Before rotation factor 1 accounted for more variance (29.26%) than the remaining four factors. However, after extraction it accounts for only 3.58% of variance. Similarly factor 2 'liking towards specialization' (X2) accounts for 10.94% of variance. Thus 63.5% of the cumulative variance is contributed by the first five variables (X1, X2, X3, X4 and X5) and remaining factors contribute 36.5% of cumulative variance. The scree plot is a graph of the eigenvalues against all variables. If can be seen that the curve begin to flatten after 5 factors. From factor 6, the eigenvalue is less than one. Thus only first 5 variables are retained above eigenvalue of 1. Principal component analysis works on the initial assumption that all variance is common. Therefore before extraction the communalities are all 1. The communalities in the column labeled extraction reflect the common variance in the data structure. 65.1% of the variance is associated with factor 1 (self-preferred) is common or shared variance. Similarly 76.1% of the variance is associated with the second factor (Liking of specialization) is common or shared variance. Another way to look at these communalities is in terms of the proportion of variance explained by the underlying factors. After extraction some of the factors are discarded. The amount of variance in each variable that can be explained by the retained factors is represented by the communalities after extraction. The component matrix is shown in table no.6 before rotation. This matrix contains the loadings of each factor into each factor. All the loadings less than 0.32 are suppressed in the output so there are blank spaces for many of the loadings. The table no. 6 shows the loadings (extracted values of each item under 5 variables) of 15 variables on the 5 factors extracted. The higher the absolute value of the loading, the more the factor contributes to variable. 5 variables are extracted wherein the 15 items are divided into 5 variables according to the most important items with similar response in component 1 and component 2, 3, 4, and 5.
Communalities
At this stage SPSS has extracted five factors. By Kaiser's criterion, five factors are extracted and is proved accurate. It is accurate when the average communalities is greater than 0.6. The average of the communalities is found by adding the communalities divided by the number of factors (9.52/15 = 0.63). Thus on both the grounds Kaiser's rule is accurate. .829 .753 Job opportunities (X3)
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.593 Marketing is inferior to other specializations (X11)
.759 Marketing jobs are for expatriates (X9) .676 Marketing needs more field work and travel (X8)
.638 High CGPA deserves HRM or Accounting (X10)
.809 HRM and Accounting appropriate for females (X7) .747 Easy to study (X6) .826 More jobs available for marketing (X15) .556 Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. a. Rotation converged in 5 iterations. Table 7 shows the rotated component matrix or the rotate factor matrix in factor analysis. This is a matrix of the factor loadings for each variable onto each factor after rotation. The idea of rotation is the reduce the number of factor on which the variables under investigation have high loadings. The variables that load highly on factor 1 (X2, X4, X1, X3, X5) relate to preference and dissonance post choice. Therefore, it is labeled as Preference and dissonance post choice. The three variables that load heavily on factor 2 (X12, X13, X14) relate to peer influence and is labelled as Self and Peer influence. The variables that loads heavily on factor 3 is related to variables (X11, X9, X8) and are labelled as Nature of marketing specialization. Similarly, the variables that load heavily on factor 4 (X10, X7) contain components of appropriateness of specialization to specific gender and therefore labelled as Gender and specialization choice. Finally, the variables that load heavily on factor 5 (X6, X16) relates to ease in pursuing and career prospects and therefore it is labelled as Convenience and career.
Thus this analysis reveals that the initial questionnaire is composed of five sub-scales: Preference and dissonance post choice, Self and Peer influence, Nature of marketing specialization, Gender and specialization choice, Convenience and career. This model is shown in figure 2. 
Regression Analysis
Multiple regression method is used to identify the impact of variables on the choice of specialization by the students. This helps to analyse the impact of independent variables over the dependent variable. From the study results it is clear that 63% of the existing students advice HRM specialization as first choice to their juniors, 32% of the students advice Accounting and only 5% of the students advice Marketing specialization to their juniors. The output of multiple regression analysis revealed that College orientation (X5) (P < 0.001) in choosing the specialization is the significant factor that influences the students to advice their juniors. The other factors are insignificant in advising the first choice of specialization. The descriptive statistics results showed that 53% of the current students advice Accounting as their second choice to the juniors. 28% of the students advice HRM specialization and 19% of the students advice marketing as their second choice to their juniors. The regression results showed that there is no significant factor that influences the students to advice the second choice of specialization to their juniors. The statistical analysis showed that 76% of the students suggest Marketing as third choice for their juniors, 15% of the students advice Accounting as a third choice and 9% of the students advice HRM specialization. The main factor that influences the current students for suggesting the third choice as specialization is that HRM and Accounting specializations are appropriate for females (X7). The factor (X7) is found to be significant (p < 0.017). Other factors are found to be insignificant in advising as third choice to the junior students. 12. Findings of the study 1. The most important variable that influences the students' choice of specialization is the variable 'Liking and preference of specialization' (X2) with the highest mean of 4.18.
2. It is concluded that the first five variables (X1, X2, X3, X4 and X5) constitutes 63.5% of the cumulative variance. These variables greatly influence the choice of specialization.
3. The variables that load highly on factor 1 (X2, X4, X1, X3, X5) relate to preference and dissonance post choice which is labeled as Preference and dissonance post choice. The three variables that load heavily on factor 2 (X12, X13, X14) relate to peer influence and is labeled as Self and Peer influence. The variables that loads heavily on factor 3 is related to variables (X11, X9, X8) and is labeled as Nature of marketing specialization. Similarly, the variables that load heavily on factor 4 (X10, X7) contain components of appropriateness of specialization to specific gender and therefore labeled as Gender and specialization choice. Finally, the variables that load heavily on factor 5 (X6, X16) relate to ease in pursuing and career prospects and therefore it is labeled as Convenience and career.
4. College orientation on specialisation (X5) is the significant factor that influences the students to advice their juniors to make the first choice of specialisation viz. HRM (63%), Accounting (32%) and Marketing (5%).
5. 53% of the students advice Accounting as their second choice to the juniors. 28% of the students advice HRM specialization and 19% of the students advice marketing as their second choice. There is no significant factor that influences to advice the second choice of specialization to their juniors.
6. The variable "HRM and Accounting specializations are appropriate for females" (X7) is the significant factor that influences the students to advice their juniors to make the third choice of specialisation viz. Marketing (76%), Accounting (15%) and HRM (9%).
Conclusion
The paper attempted to see the fundamental variable that influences the choice of specialization by business students in relationship with other factors. The study derives that College orientation to the students and the negative perception that Accounting and HRM specialization are mainly for females are the major factors that influences the choice of specialization. Mismatch of the personality and lack of interest in the subject is dangerous, and could end up into disastrous results in terms of student dissatisfaction, demotivation, lack of productivity leading to increased drop outs and career failure. It is important for parents, educators and advisors to help prospective students make an informed career decisions so as to fulfill student's career expectations.
Students should be given the right orientation to choose their specialization according to their interests and abilities. Students lack proper awareness and orientation regarding Marketing specialization. The recommendations derived through this study will help the student community to opt the correct choice of specialization. Therefore, each specialization offered will have a composite batch of students with high score, average score, fair score, poor score. The negative perception prevailing in the minds of the student community with regard to marketing specialization will have to be eradicated and enable students to approach all specializations without any prejudice.
Recommendations
1. It is recommended that the orientation provided to the students by the college shall be on a level playing field with equal emphasis being placed on all specializations offered and build an administrative requirement on offering specialization.
2. Specialization should be offered based on personal traits of the students.
3. Advisors can take a major role in counseling and conduct a test to analyse their traits and guide the students to choose the right specialization.
4. Selection of specialization is a dominant decision and hence students must be given support from professional instructors and industry experts to orient the students on the latest emerging trends and its impact. This will direct the students in the right perspective for making better career choices.
Future Direction of the Study
In view of the importance of the topic and its implications on the future success of the students in their career, it is strongly recommended to make further studies to investigate the factors influencing the career choice of the students; and use the findings in the student counselling and support centers to orient the students about their career choice criteria and options. Further research based on this research can be conducted to determine whether the students' career expectations were met during the course of their studies and thereafter, once they are employed. The model developed through this research can also be applied in other Colleges of Technology in Oman. A longitudinal study can be carried out to analyse the change in perception regarding the choice of specialisation.
